He has published across a wide range of social science disciplines, and is particularly interested in the use of statistical methods to support and add rigour to research in areas where advanced quantitative analysis would typically be considered an anathema.
Mason identify three main sources of the public history of football: oral traditions, written and broadcast material, and physical "residues" such as programmes and stadia. 1 A recent addition to this list is the burgeoning UK football statuary. As of 1 st February 2012, 58 figurative subject-specific statues, 2 collectively depicting 56 distinct association football players, managers, chairmen, owners, or founding fathers, 3 had been unveiled and sited adjacent to (or infrequently, inside) football stadia, at a central site in the home town of the subject, or occasionally the town in which the club is based. The use of statues to honour sportsmen can be traced back to the Greek and Roman civilisations where they were developed as public artworks celebrating athletic or gladiatorial prowess. 4 However, all but 3 members of the UK football statuary have been erected in a period of rapid accumulation since 1995 (figure 1) and it is thus a far more recent phenomenon which merits detailed examination.
<figure 1 here>
Tables 1a and 1b, constructed using data gathered through a literature and web search, and interviews with sculptors and statue project organisers, list the existing statues and 10 others that are commissioned or planned. Each location, primary project instigator, primary funding source, commissioning process, sculptor, unveiler and design are given alongside the subject's primary club and role. The primary instigator is defined as the person or body providing the initial vision and momentum, though a 'statue committee', incorporating representatives of the club, fans, local media, local government officials and often the subject's family, is typically established to steer the project, 5 source funding, commission a sculptor, choose a location, and organize the erection and unveiling. Where funding is from clubs or football authorities it is from a general budget or the chairman's largesse. Public money can flow directly from local authority budgets, or be channelled from regeneration grants, the Heritage Lottery Fund, and funding F o r P e e r R e v i e w O n l y 3 streams for public art e.g. 'Percentage for Art'. 6 Fan funding comes via direct donations, collections and fundraising events; commercial funding most often through sponsorship of the statue plinth or plaque, 7 and the sale of collectable limited edition miniature statues. 8 There is a strong association between instigation, funding and location that suggests a tentative typology of statue 'ownership'. Statues instigated by the subject's primary club <Tables 1a, 1b and associated footnotes here>
The median cost of statues for which we were able to obtain an estimate was £65,000.
Where fundraising and planning permission is required, projects may take upwards of 5 years from instigation to completion. Across the UK at both the highest and lower levels of professional football, clubs, their supporters and local authorities are investing substantial time, capital and logistical resources in adding to the cultural landscape in a way that represents a two-fold break with tradition. For the first time football's history is being proactively taken beyond the confines of personal memories, archival material and artefacts owned by the football community to be displayed in a physical form visible to the wider public. The football statuary also represents the first sustained and extensive union of art and professional football; two fields of human endeavour that had previously made only ephemeral contact. It is distinguishable from the general public statuary by an atypical funding profile: Selwood estimates that the public sector generates three times as Despite this distinctiveness and discontinuity, the reasons for such investments are
unclear and yet to be examined. Given the heterogeneity of instigators, funding sources, location and design of statues, and the ability of statues to project multiple meanings it is natural to assume that there will also be variation in the primary motives for these monuments; as such, this provides a rich area for exploration. The sporting statuary of the US is beginning to generate detailed critical appraisal, 11 though even for this substantial and established collection, recognition and examination is mostly brief and in passing.
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Academic discourse on the UK's football statues is restricted to limited reference in the literatures of sports history and public art. 13 The statuary itself has lacked a complete and comprehensive inventory to provide a foundation for further research.
To address this lacuna, our article examines the motivations that lie behind the construction of football statues. Specifically, we attempt to answer why football clubs and supporters are choosing to reference their history in this way, and at this point in time. Statues portray cultural values and, according to Phillips et al, are 'rich sources of information about the society that builds them'. 14 As such, how does the very existence of a rapidly expanding football statuary relate to the cultural changes that have taken and are taking place within football, and to its place in wider society? To conclude, we explore the extent to which such projects can be seen as beneficial to supporters and the wider public, particularly as conduits for historical information and education. Whilst subjectspecific figurative sculpture is naturally a non-fictional form, to what extent are football statues creatively reimagining the past for the benefit of their instigators?
Marketing: statues as a multi-faceted branding tool
The shifting landscape of UK football since the advent of the Premier League in 1992 is encapsulated by the increasing outward focus of its clubs, 15 27 At times the past may be a preferred alternative to the present for the club itself; then a club-instigated statue also becomes a public relations act. Strangleman suggests that history is used by management 'to win consent for change or at least marginalise criticism'. 28 A supporters' club chairman (who requested anonymity) described a club-instigated statue as '…a bit of insurance, to make sure the cost-cutting and the team funding chopping wasn't criticised.'
Authenticity, distinctiveness and visual identity through built heritage
Linked in part to nostalgia though extending beyond it, a third motivation prompting statue development is the projection of an authentic, distinctive and visual identity through heritage. Fans desire and are attracted by playing success, the financing of which requires an increasingly business-oriented outlook, yet paradoxically they also crave an authentic and culturally distinctive experience, to which the commercialisation and globalisation of the game is deleterious. 29 The development of a marketing strategy to satiate the latter desire is also reviewed by Seifried and Meyer, who note 'the history and heritage produced by sports organizations through facilities is a particularly interesting strategic tool.' 30 Even if driven by a commercial imperative, statues themselves project an authentic and club-specific tradition. As with success, these attributes appeal to both committed and prospective followers. Ramshaw and Gammon argue that tangible sportsrelated heritage objects 'create personal and collective legacies', 31 helping to maintain current fan groups. Simultaneously, they attract new supporters who wish to connect with the idealized environment created by such heritage objects. 32 Unlike residual by-products, such as match programmes or ticket stubs, statues are specifically designed to be authorities, the other principal generators of the football statuary, be it as a marketing strategy to attract publicity and investment, or for self-gratification through the maintenance of a topophilic attachment. It is not coincidental that the growth in both civic and fan-led football statue projects has followed a period in which both stadia and wider urban environments have become ever more homogenised. 36 It carried the memories of fans and the history of the club in its fabric 37 and bred a strong topophilic emotional attachment. 38 Yet following disasters at 40 This rapid development has resulted in the 'McDonaldisation of sports buildings,' 41 identikit stadia evoking little memory or tradition. 42 With their stadium heritage demolished, the sense of 'home' and 'place' has been diminished for supporters.
As Titford describes, 'Each away game was almost a trip to a different country… [now]
the colour of the seats is the best guide to where you are'. 43 This loss is magnified where location has changed, removing landmarks from the match-day ritual. Further, the sale of stadium naming rights can lead to a literal loss of place. 53 However, whilst much of the popularity of the modern game is reflected through the celebrity status of today's players, civic football statue subjects are again predominantly heroes from the past who played within living memory.
Though no doubt partly due to the nostalgic impulses of civic statue instigators, this also reflects the aim of creating a distinctly local identity, and a wider public preference for more located heroes as opposed to today's transient celebrity footballers who flit between the world's biggest clubs and are less likely to be identified with a particular city. Players from the past were more likely to be rooted in their local community physically and socially, albeit by necessity due to lower wages and stricter contractual ties. and well-educated, and has recently 'taken over' football, formerly a refuge for the 'culturally disenfranchised' and carrying social and psychological baggage from a very different era of social stratification. 56 Since the creation of the Premier League, a 'new cadre of aggressive "professional" administrator/entrepreneurs' 57 have repositioned their clubs as 'a product for middle class and family consumption.' 58 It is natural that their beliefs and traditions of both form part of the brand that clubs now wish to project via their stadium environment, be it through embracing legislation enforcing all-seater stadiums, the integration of hospitality, tourism and retailing into stadia 59 -or the installation of public art. Hence a club-instigated statue acts as both a statement and facilitator of cultural (re)placement, symbolising the club's ownership of and their ability to create a particular stadium environment, the victory of a new order through their control over the preservation and interpretation of the past, and the increasingly distant relationship between player and fan. Where once supporters and players could be equals in wages and social status, the fan is now separated experientially and culturally. Once a stadium was a space owned by supporters on their own terms, yet they have become customers whose experience of support is administered by the club, who design the stadium environment to provide a manufactured and controlled sense of belonging. Contiguous with the ownership of an environment is a desire to improve it. For clubs, there are associated benefits in 'gentrifying' the stadium environment; one sculptor (who wished to remain anonymous) reported a club chairman whispering to him at an unveiling ceremony, 'Let's not forget amidst all this that this doubles the real estate value of the land around it.' This motivation could equally apply to civic settings, many of which are deprived areas that local authorities are keen to revitalise. Above and beyond the aforementioned and less immediately tangible effect of creating a distinct local identity, public art is considered to 'humanise and otherwise improve… to bring about safer areas'. 65 , to enhance the appearance of an area and hence be conducive to regeneration 66 - although there is some debate about the degree of economic impact. 69 It also mirrors broader societal shifts, exemplified by the reaction to the death of Princess Diana in 1997. 70 An increasing acceptance of overt displays of public grief and tribute has resulted in 'mourning inflation'. The granting of a minute's silence before a football match is increasingly frequent and used to honour those with little or no connection to the club, such as minor royalty. 71 Inflation devalues; hence to commemorate important figures within the collective psyche of a football club a greater honour is needed. In keeping with other trends, such as the replacement of the minute's silence by the less sombre minute's applause, statues also bring a more celebratory aspect to mourning by capturing the subject in their prime.
An antecedent context is the role of football as a 'new religion' in an increasing secularised society. Though not an unopposed view 72 many authors, commentators and supporters, both academic and populist, have drawn parallels between football and organised religion. 73 Players are 'worshipped' and even nicknamed 'God'. Stadiums are described as temples, places of pilgrimage, or cathedrals; a 'sacred space' that 'transcends mortality'. 74 If football and its stadiums increasingly fulfil quasi-religious roles, an increase in statue building is a visual symptom. Statues at stadia are shrines or Arts Council grant system, they are passing stuff they might have moaned about before, they tend to be told they weren't getting the money out to people.' 79 Supporters seeking to erect a statue are unlikely to have such immediate sources of funds to draw upon. Their critical resource is an organisational structure with the time and skills to fundraise. Whilst fan instigators may initially act alone or through informal collectives, the majority of fan instigated statues are the product of pre-existing formal organisations such as supporters' trusts. The raising of the football statuary has been facilitated by the 81 and the concurrent birth of 'independent' supporters associations fighting single-issue campaigns. Spurred by perceived exploitation of fans in an increasingly commercialized sport, a transition was made into seeking representation within the organisational and financial structure of their club, formalised at many clubs through the supporters' trust structure and facilitated through umbrella organisation Supporters Direct. 82 By 2011, two-thirds of English
League clubs had a registered supporters' trust, with others having similarly independent campaigning bodies. Simultaneously, the internet has provided a forum for fan activism and the means of mobilising support for campaigns. 83 Though early trusts were responses to club maladministration or financial crises, they now exist where fan-club relations are less hostile, or the financial situation less parlous. Yet this 'new mutualism' has not led to fans taking major stockholding positions in the wealthier clubs, where (lack of) money is a significant barrier to entry. 84 Even a more traditional fan-funded activity, that of raising funds for new spectator facilities, is beyond the means and capabilities of supporters in the upper echelons of the game due to the costs associated with the level of spectator comfort and safety required. These scenarios leave active, organized fan groups with spare capacity. 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 60 
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Writing or re-writing history?
We conclude by assessing the impact of, and the future for football statues. Whilst the reaction of fans to statues has been largely positive, unsurprisingly given that many result from fan campaigns, there have been two strands of negative feedback. The first is criticism of the cost, especially when funding is from local authorities or clubs. Where public money is used, criticism is also recorded from non-football fans, opposing the spending of 'tax-payers money' on public art. Such criticism is not confined to statues of footballers 89 and may be exacerbated where public art is associated with regeneration in deprived areas with lower income and greater reliance upon the state. When a club funds a statue, the typical complaint is that money would be better spent on new players. A second criticism posits footballers as undeserving subjects. A Preston resident commented, 'Tom Finney is not a hero, he is an ex football star or personality. Heroes are in Afghanistan fighting terrorists.' 90 As an artefact referencing a historical figure, a statue may appear to have an educational role. Johnes and Mason argue for football exhibits at museums as a way of engaging 'unreached' groups in history, widening access and diversifying visitor demographics. 91 Moreover, museums enable the negotiating and cementing of relationships between visitors. 92 Football statues go further by bringing this history out of the museum to the 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 60 The reimagining of the wider history of the game by statues designed for 'BIRGing' is similarly visible. A case previously made against sports museums that is equally were mostly chosen by fan-led projects. A figure from the dawn of the professional game would be less likely to fit the marketing strategy behind a club-instigated statue.
Here to stay or just a current fashion?
So will we continue to see growth in the number of football statues erected, or will subsequent generations retreat from this form of commemoration? As numbers grow, suitable space around the ground will become limited, and statues will lose their distinctiveness. With the heroes of fans' youth being drawn from a more recent generation of players, can suitable statue subjects emerge from an era where players are transient celebrities who exhibit little loyalty and are often negatively portrayed in the media? A further consideration is the increasing desire of sports people to protect and exploit their image rights. In the US, legal action has been taken to protect image rights with respect to artistic works 99 and, with the legal situation not fully established, there remains the possibility that the production of statues may be inhibited. 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59  60 F o r P e e r R e v i e w O n l y O n l y Footnotes for tables 1a and 1b a Figurative statues portray a lifelike representation of a human subject. They are at least close to life-size and depict the body; as opposed to statuettes or figurines, which are small enough to be easily lifted, or busts, which depict just head and shoulders. Within this article the terms football statues or statuary are used to define existing or planned statues of specific association football players, managers, chairmen, owners or founders, erected in tribute to their contribution within the sport, and accessible to the general public. We have excluded non-subject-specific football-related statues (e.g. 'The Statue to the Fans' at Sunderland FC), non-football-related artworks at stadia (e.g. the much-publicised statue of Michael Jackson at Fulham FC), and wax or resin models on display within visitor attractions for short to medium-term periods.
Role: G = goalkeeper, D = defender, M = midfielder, F = forward Actions: dive = goalkeeper diving/making a save; tack = tackling; head = heading ball; cont = controlling ball; pass = passing ball; drib = running with ball; run = running without ball; shoot = shooting; dplay = directing play; wave = acknowledging crowd 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47 
